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Abstract- The study aims to determine the impact of dinning services’ quality on guest’s perceived value in Nepalese fine 
dining restaurants. It also identified how the dinning services affects guest’s perceived value in restaurants. A sample of 152 
guests visiting in fine dining restaurants was randomly selected from different restaurants operating in Kathmandu valley. 
Data analysis was done using descriptive statistics, Pearson correlation, regression analysis, Multicollinearity and F-test. The 
result revealed that four components i.e. tangibility (5 items), reliability (7 items), assurance (8) and empathy (6) have 
significant impact on guest’s perceived value in Nepalese restaurant industry. The findings are discussed with a view to 
improve the guest’s perceived value in Nepalese restaurant industry. Modern restaurants have been found to have given 
much attention on guest’s perceived value and their satisfaction for the improvement of overall services in fine dining 
restaurants at global level. 
 
Key words- Tangibility, reliability assurance, empathy, perceived value and satisfaction 
 
I. INTRODUCTION 
 
It can be said that the nature of ‘guest or customer 
perceived value is complex and multidimensional 
which conceptualize the terminology unclear and the 
matter of research in the days to come. An 
interaction between a subject (a consumer or 
customer) and an object (a product) (Holbrook, 1994, 
1999); Likewise, Value is relative by virtue of its 
comparative, personal, and situational nature 
(Holbrook, 1994, 1999); and Value is preferential 
(Holbrook, 1994, 1999; Zeithaml, 1988), perceptual 
(Day and Crask, 2000), and cognitive-affective 
(Babin et al., 1994) in nature. 
The success of any food and service establishment 
depends on its ability to satisfy their quests by 
providing a dining experience (parasuraman, 
Zeithaml, & Barry, 1985; 1988; Gabbie & O’neil, 
1996). The restaurants’ ability to satisfy their guests 
is the determining factor in customer retention and 
loyalty (Zeithaml &Bitner, 2000). In fact, it is good 
financial proposition to increase the number of 
repeating guest and attract the new ones 
(Reichheld&Sasser, 1990; Rozenberg & Czepiel, 
1983). According to the literature, significant 
attention has been paid to the issues of service 
quality. Service quality is defined as the consumers’ 
judgment of the excellence of the service 
(Parasuraman et al., 1988). It plays a significant role 
in determining and influencing customer satisfaction 
(Ladhari, Brun& Morales, 2008; Liu & Jang, 2009). 
From the consumers’ point of view, service quality is 
described as the evaluation of what they experienced 
and what they expected from a service product 
(Parasuraman et. al., 1985, 1988; Bolton & Drew, 
1991).  Service quality is more difficult for the 
consumer to evaluate than product quality because of 
the lack of tangible evidence associated with 

services. Therefore, a service firm needs 
standardized, systematic and qualitative 
measurement to assess its performance, because 
service quality is an important measure for the 
success of a firm. 
 
Parasuraman, Zeithaml and Berry (1988) developed 
the SERVQUAL instrument for measuring service 
quality that consumer think should be provided and 
what they actually have been provided. The 
SERVQUAL instrument consists of 22 items that 
measure consumers’ expectations and 22 
corresponding items that measure consumers’ 
perception of the service they received, grouped in 
five dimensions: tangibles, reliability, 
responsiveness, assurance, and empathy. Although 
the SERVQUAL instrument has been widely used in 
measuring service quality, researchers have 
suggested that it has limitations, including issues 
relating to measuring time, measuring scale and 
service quality dimensions in terms of restaurant 
Business. So, a few year later Stevens, Knutson and 
Patton (1995) developed a model called DINESERV 
specially to assess customers’ perceptions of 
restaurant service quality. The model was adapted 
from SERVQUAL and was proposed as a reliable 
and relatively simple tool for determining how 
customers view a restaurant’s quality. The original 
DINESERV instrument contained 40 service quality 
items, but the final version of DINESERV contained 
29 items having five service quality dimensions.  
 
Marković et al. (2010) suggest that the evaluation of 
service quality in restaurants is challenging, as 
service outcome is not the only important variable; 
delivery of those services is also a significant 
indication of the intended service quality. The 
success of any food and service establishment 
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depends on its ability to satisfy their quests by 
providing a dining experience (Parasuraman, 
Zeithaml, & Barry, 1985; 1988; Gabbie&O'neil, 
1996). Most research confirmed that customer 
satisfaction is directly related to profitability of 
organization (Luo, Homburg, 2007; Blesic, 
Tesanovic, Psodorov, 2011; Martínez-tur, et al., 
2011). According to the literature, significant 
attention has been paid to the issues of service 
quality. Service quality is defined as the consumers’ 
judgment of the excellence of the service 
(Parasuraman et al., 1988). It plays a significant role 
in determining and influencing customer satisfaction 
(Ladhari, Brun& Morales, 2008; Liu & Jang, 2009). 
 
1.1 Objectives of the study 
The general purpose of this thesis is to investigate 
the guests' perceived value of dining services in the 
fine dining restaurants of Nepal 
 
1.2 Hypothesis Formulation 
The present researcher formulates the following 
hypothesis to assess the impact of service quality on 
guest’s perceived value in Nepalese fine dinning 
restaurants. They are hypothesized as follows: 
H1: There is significant impact of tangible dimension 
on customers’ dining perception in the restaurant. 
H2: There is significant impact of reliability 
dimension on customers’ dining perception in the 
restaurant. 
H3: There is significant impact of assurance 
dimension on customers’ dining perception in the 
restaurant. 
H4 There is significant impact of empathy on 
customers’ dining perception in the restaurant. 
 
II. LITERATURE REVIEW AND 
THEORETICAL FRAMEWORK 
 
A restaurant is a food and service establishment 
which offers and serves food and drinks to the guests 
in retention of money (Ninemeier, 1998). However, 
restaurants primarily are sellers of ''food service 
experience'' (Yuksel &Yuksel, 2002). The food plays 
a significant role in the food and service 
establishments but there are many other factors that 
are important as well (Yuksel &Yuksel, 2002). 
Usually, meals are served and eaten inside of the 
restaurant, but many food and service establishments 
also offer take-out and food delivery services 
(Ninemeier, 1998). The restaurants have many 
advantages such as big territory of the dining area, 
visually attractive parking area. Usually they offer 
different types of cuisine such as local, French, 
Italian and etc. Each type of cuisine has its own 
leaders. Restaurants can be also a part of a large 
complex, such as hotel, where the dining facilities 
are provided for convenience to customers of the 
hotel in order to maximize their potential revenue.  
The term “restaurant” firstly appeared in the 16 

century, meaning “a food which stores”, specifically 
a rich, highly flavored soup. It was applied to an 
eating establishment in around 1765, which was 
founded by Parisian soup-seller and called Boulanger 
(Ninemeier, 1998). The modern restaurant became 
known in 18th century in France as an establishment 
that prepares and serves the food and drinks 
according to the guests' order (Ninemeier, 1998). 
Restaurateur is called the owner of the food and 
service establishment. Words ''restaurant'' and '' 
restaurateur'' derived from the French verb, which 
means ''to restore'' (Wikipedia, 2012). According to 
the Guinness Book of Records, the Sobrino de Botin 
in Madrid, Spain is considered to be the oldest 
country hosting a restaurant. The first restaurant was 
opened there in 1725 (Ninemeier, 1998). 
 
2.1 Tourism and Restaurant Industry in Nepal 
Nepal is located in the Himalayas and bordered to 
the north by China, and to the south, east, and west 
by India with an area of 147,181 square kilometers 
(56,827 sq mi) and a population of approximately 30 
million, Nepal is the world’s 93rd largest country by 
land mass and the 41st most populous country. 
Kathmandu is the capital of the nation and a treasure 
house of ancient art and culture. Tourism is the 
largest growing industry in Nepal and its largest 
source of foreign exchange and revenue. Possessing 
eight of the ten highest mountains in the world, 
Nepal is a hotspot destination for mountaineers, rock 
climbers and people seeking adventure. The Hindu 
and Buddhist heritage of Nepal and its cool weather 
are also strong attractions. Mount Everest, the 
highest mountain peak in the world, is located in 
Nepal. Mountaineering and other types of adventure 
tourism and ecotourism are important attractions for 
visitors. The world heritage site Lumbini, the 
birthplace of Buddha is located in the south of the 
West region of Nepal (which despite the name is 
located in the centre of the country) and there are 
other important religious pilgrimage sites throughout 
the country. The tourist industry is seen as a way to 
alleviate poverty and achieve greater social equity in 
the country.  
 
Tourism sector of Nepal is managed with partnership 
of Government, private sector, households, 
professionals and NGOs. Tourism industries play 
pivotal roles in tourist service, service management, 
increasing revenue. There are 38242 beds provided 
by all hotels registered in Nepal including 120 star 
levels. Travel agency, tour guide, tour operators, 
rafting agencies, trekking agencies and guides all are 
in increasing number of trend. The total number of 
tourist arrival is 753002 from different parts of the 
world. Basically, India, China and Shre- Lanka are 
the top three countries from where the tourists come 
to visit respectively. Their main purpose of visit is 
holiday and pleasure (Nepal Tourism Statistics, 
2016).  According to WTTC (2016) , direct 
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contribution to GDP is 3.6% and Direct contribution 
to employment is 2.9%. 
 
2.2 Service Quality 
Service quality is regarded as a significant aspect of 
competitiveness (Lewis, 1981). Providing 
outstanding service quality and customer satisfaction 
is the critical concern and challenge facing the 
current service industry. Service quality is an 
essential issue in both service industries and business 
(Zahari et al., 2008). Since last two decades, service 
quality has attracted a lot of attention of 
practitioners, researchers, and managers due to its 
impact on business performance, return of 
investment, lower costs, customer loyalty, customer 
satisfaction, and gaining profit (Chowa, Laua, Lo, 
Sha & Yun, 2007). Service quality is also 
synonymous to customer opinion about how a 
service meets or exceeds their expectations (Czepiel, 
1990). Munusamy et al. (2010) characterize service 
quality as the difference between customer's 
expectations and the perceptions of the received 
service. Customer expectation and perception are the 
two major components of service quality. Consumers 
evaluate quality as low when perception does not 
meet their expectation and quality as high if 
perception exceeds their expectations.  
 
Therefore, organizations should pay attention to 
deliver a high level of service quality to customers 
more effectively in the market place (Chowa et al, 
2007). Many researchers suggested that guest 
satisfaction can be achieved through high-quality 
service and product (Tsang & Qu, 2000; Getty & 
Getty, 2003).  
 
2.3 Customer Satisfaction 
Many scholars paid attention to customer satisfaction 
and service quality in the food- service industry 
(Johns & Howard, 1998; & Johns & Pine, 2002). 
Researchers discovered the most important attributes 
for guests such as low price, value for money, 
service, location, brand name, image and food 
quality (Johns & Howard, 1998; Tam & Yung, 
2003). Specifically, the main factors that contribute 
to guests’ satisfaction in restaurants contain food, 
physical provision, atmosphere, and service received 
during the meal experience: balance, healthiness, 
layout, furnishing, cleanliness, comfort, speed, 
friendliness, care and etc. (Johns & Pine, 2002). 
Malik and Ghaffor (2012) define the concept of 
customer satisfaction as meeting customer 
expectations regarding the special parameters of 
satisfaction. Indeed, this concept has been defined 
differently by various scholars. Customer satisfaction 
is “an indicator of whether customers will return to a 
restaurant”. Vavra (1997) also consider customer 
satisfaction as ''the leading criterion for determining 
the quality actually delivered to customers through 
the product/service and by the accompanying 

servicing.'' 
The concept of customer satisfaction has thus been 
applied to service industry by many scholars. In 
addition, Saad and Conway (2006) connect this 
satisfaction concept to the intention for repeat 
purchasing and positive word-of-mouth. The 
definitions of consumer satisfaction relate to a 
specific transaction (the difference between predicted 
service and perceived service) in contrast with 
‘attitudes’, which are more enduring and less 
situational-oriented''.  
 
2.4 Conceptual Framework of Study 
The whole research is administered around periphery 
of the following framework. Basically, there is no 
such a fix and scientific approach that the guest 
values the dining services of hotel and restaurants. 
Various scholar have come through different 
parameter that the guest perceive the dining services 
of hotel such as   Zeithaml(1998)  have focused on a 
variety of notions such as perceived price, quality, 
benefits, and sacrifice. Similarly, Parasuraman, 
Zeithaml and Berry (1988) developed the 
SERVQUAL instrument for measuring service 
quality. Accordingly, DINESERV that developed by 
Stevens, Knutson, and Patton (1995), was in 
response of finding that “SERVQUAL was 
inadequate for the ‘‘unique’’ restaurant service 
environment”. Retaining SERVQUAL’s five 
dimensions, Stevens et al. (1995) adapted 
measurement items to the context of restaurants and 
added seven extra restaurant specific items. The 
present researcher has come to conclusion that four 
out of five   dimensional framework developed by 
stevens et al. (1995) would be analyzed to find out 
the guest perceived value on dining services. The 
conceptual framework of the research report is as 
follows. 
 
Conceptual Framework of Study 

 
 

III. RESEARCH METHODOLOGY  
 
Causal-comparative research design and survey 
research design have been used to establish the 
empirical data on guest’s perceived value and service 
dimension in Nepalese restaurant industry. A survey 
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research design has been used to investigate the 
relationship between guest’s perceived vale and 
tangibility, reliability, assurance and empathy in 
Nepalese dinning restaurnats. This research design is 
considered the most appropriate methods to measure 
guest’s perceived value and service quality of 
dinning restaurants through employee attitude and 
experiences of guests visiting in Nepalese Nepalese 
restaurants in a natural setting through tests or 
attitudes scales or questionnaires. The research is 
casual-comparative since it explains the cause and 
effect analysis used in the research to assess the 
impact of service quality dimensions on guest’s 
dinning satisfaction in Nepalese restaurant. 
 
Guests visiting in Nepalese dinning restaurants have 
been taken as respondents for the study.  Primary 
data has been used through a well-structured 
questionnaire for the study. Primary survey based 
data has been collected to examine the impact of 
service quality on guest’s perceived value of Nepal. 
Service quality has been operationalized into 
tangibility, reliability, assurance and empathy. The 
study is focused to measure the influence of these 
four factors on guest’s perceived value of Nepalese 
dinning restaurants. Thirty items at 5 point rating 
scale (Likert Scale) ranging from "1" strongly 
disagree to "5" indicating strongly agree has been 
constructed to measure the impact of service quality 
dimensions on guest’s perceived value in Nepalese 
dinning restaurants. 
 
3.1 Questionnaire Development 
The researcher has used the survey questionnaires to 
the guest at end of their meal. The questionnaire 
based on DINESERV, measures the service quality 
dimensions: reliability, tangibility, assurance, 
empathy and responsiveness (Parasuraman et al., 
1988) The questionnaire consists of three parts. The 
first part was designed to measure demographic 
information. The demographic information included 
gender, age, nationality and education and so on. The 
second part was aimed at identifying guests' service 
quality perceptions about five DINESERV 
dimensions: reliability, responsiveness, assurance, 
empathy, tangibility (Parasuraman et al., 1998). 
 
The third part of the questionnaire was related to the 
customer satisfaction on dining services. A 
structured questionnaire was prepared and distributed 
to the respondents. The respondents filled out the 
questionnaire following the instructions given in the 
questions. Then the responses were collected from 
the respondent. The questionnaire was distributed on 
convenience basis according to the demographic 
factor.  
The questionnaire contained close-ended questions 
so that it takes less time while filling in the answer. 
Most of the close-ended questions were measured 
using 5 rating Likert scales to create and easy to 

answer an unbiased questionnaire. Scores on the 
scale items varies from a low of 1(Very poor) to a 
high of 5(very good), with poor, average, and good. 
 
3.2 Sampling Procedure 
Population of the study refers to the totality of 
individuals, institutions or events that are to be 
represented by the study. Population is defined as the 
group of people from whom a study is interest in 
getting information, and a sample is a part or a 
subgroup of the population (Parasuraman et al., 
2004). The purpose of sampling is to select a sample 
who should be representative of the population under 
investigation. In total, 200 respondents were selected 
for this study and the questionnaire was distributed to 
them through hard copy. Among them only 197 of 
the respondents replied to the questionnaire. So, the 
response rate was 98.5%.  The target population of 
this study is the customers who dine in the fine 
dining restaurant of Nepal. The location of the study 
is inside the Kathmandu valley because there are 
plenty of restaurant available inside the valley. 
Moreover, the present researches use convenient 
sampling technique in the sense that it will be easily 
accessible in terms of time, cost, and distance of the 
respective area. The data has been collected from the 
Dining Park Restaurant and Lounge Bar at Purano 
Baneshwor, Kathmandu. 
 
IV. RESULTS 
 
Table 1: Correlation Matrix between Dependent and 
Independent Variables 

 
Table 1 describes the descriptive frequency of 
variable taken under investigation in the research. 
The mean vale of variables seem to be greater than 
3.44 which reveals that the students are positive 
towards different variables and they have its impact 
on students’ achievement in Nepalese business 
school. Besides, the value of standard deviation has 
found to be less than 1 which reveals that data is 
consistent with minimum value 1 to maximum value 
5. In addition, the correlation coefficients have 
recorded to be ranging from 0.761 to 0.892 which are 
strongly positively correlated. 
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The result reveals that there is positive and 
significant relationship between tangibility and 
guest’s dinning satisfaction ( r = 0.761, p = 0.000), 
positive and significant relationship between 
tangibility and guest’s dinning satisfaction ( r = 
0.892, p = 0.000), positive and significant 
relationship between tangibility and guest’s dinning 
satisfaction ( r = 0.783, p = 0.000), positive and 
significant relationship between tangibility and 
guest’s dinning satisfaction ( r = 0.792, p = 0.000).It 
shows that there is positive correlation between 
guest’s dinning satisfaction and tangibility, 
reliability,  assurance and empathy. 
 

Table 2 Reliability Test 

 
 
Table 2 reveals the reliability test. VIF factors have 
been identified to be less than 1 which means there is 
no multicollinearity among independent variables. 
The values of cronbach’s alpha also seemed to be 
greater than 0.7 which resembles that the data is 
reliable. Likewise, communality values have been 
found to be greater than 0.7 which is good for the 
research. Thus, it can be concluded that the data is 
reliable for the purpose of under taking research. 

Table 3: Multiple Regression Analysis 

 
 
Table 3 describes about the multiple regression 
analysis. Four variables i.e. tangibility, re;liability, 

assurance and empathy have been found to be 
significant towards guest’s dinning satisfaction in 
Nepalese restaurant at 1% level of significant. Table 
3 shows the standardized estimates for each 
regression coefficient and the corresponding p-value 
at 1% level of significance. The result reveals that 
there is not a significant impact of tangibility on 
guest’s dinning satisfaction (b = 0.217, 0< 0.01). 
Accordingly, the result concludes that there is a 
significant and positive impact of tangibility on 
guest’s dinning satisfaction ( b = 0.153, p < 0.00). 
Likewise, the result shows that there is a significant 
and positive impact of assurance on guest’s dinning 
satisfaction ( b = 0.357, p < 0.00). Similarly, the 
result reveals that there is a positive and significant 
impact of empathy on guest’s dinning satisfaction ( b 
= 0.288, p < 0.00). Thus, results revealed that there is 
a significant impact of tangibility, reliability, 
assurance and empathy on guest’s dinning 
satisfaction. 
 
CONCLUSIONS 
 
There is significant relationship between tangibility, 
reliability, assurance and empathy and guest’s 
perceived value. The result revealed that there is 
significant impact of tangibility on guest’s perceived 
value which is similar with the findings of (Chowa et 
al., 2007, & Markovic et al, 2013). Likewise, 
reliability has been found to have significant impact 
on guest’s perceived value which is in the same line 
of (Chowa et al., 2007, & Markovic et al, 2013). 
Assurance has also significant impact on guest’s 
perceived value which result supports the findings of 
(Chowa et al., 2007, & Markovic et al, 2013). 
 
Similarly, there is significant impact of empathy on 
guest’s perceived value which is in the same line of 
the findings of (Chowa et al., 2007, & Markovic et 
al, 2013). The findings can be useful for the 
Nepalese restaurant sector to bring productive and 
fruitful changes to have its positive influence on 
guest’s perceived value or satisfaction pertaining to 
their service quality. The result will provide valuable 
insights to Nepalese dinning restaurants.  
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